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摘  要 
 I
摘  要 
在国家促进信息消费的大背景下，工业和信息化部于自 2013 年 12 月 26 日起陆续
向民营企业发放移动通信转售业务试点批文。从事移动通信转售业务的企业，即移动虚
拟网络运营商（MVNO，Mobile Virtual Network Operator），一般被称为虚拟运营商。
虚拟运营商在起步初期，不仅面临着处于垄断地位的供应商以及认知度不足的客户，同








































In the background of the promotion of information consumption in China, the Ministry of 
Industry and Information Technology issued mobile telecommunication resale service pilot 
approvals to private enterprises since December 26, 2013. The private enterprise，engaged in 
mobile telecommunication resale service，called Mobile Virtual Network Operator (MVNO) 
or generally named Virtual Operators. In the start stage, the MVNO should not only face 
suppliers who enjoy market dominance and customers who lack of perception, but also bear 
the pressure from the Internet OTT alternative business and the innovation of other companies 
entering. As the Commercial year in 2014 for the mobile telecommunication resale service, 
the paper conducts a research on MVNO and discusses the co-opetition of China's telecom 
industry via the value net model. MVNO should deal with the co-opetition among members in 
the value net to obtain the value of itself and the total value including improving the 
relationship of suppliers and customers. Moreover, in the part of improving the relationship of 
customers, the paper conducts a market research on consumers to analysis perception and 
acceptance of consumers, which leads to the conclusion that the MVNO should use the 
marketing tools flexibly and validity to improve the pertinence of marketing and enhance the 
relationship of customers, as the customers' perception and acceptance is not high. Finally, it’s 
hoped that the paper can provide guidance for the upstream and downstream organizations 
creating new demand for each other and provide marketing ideas for marketing practice.  
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